April 23,1998 


TO: Mark Young 

Michael McHugh 



Sometime in mid May or June I’ll have to provide Management my best estimate ofnow much SOM 
SALEM has gained in the N.Y.C. test area. This SOM figure will hopefully be large enough to justify 
expansion of the brand repositioning. This SOM figure will also be used to project the volume 
opportunity that SALEM has in regions that it plans to expand to -- the finance guys will analyze the 
volume opportunity in relation to the cost for the expansion. 

As you know, I am analyzing SALEM SOM increases via AIM and the Green 2^ne store audits, 
however, the key SOM input is MARLIN data. One question that people are already asking is how 
representative is Marlin data of all stores in the N.Y.C. test area? This is a concern because their are 
thousands of stores in the test area but only 80 Marlin stores in the test area, there are many small 
volume stores we don’t call on, and there are calls that won’t take SALEM displays/promotions. 
Therefore, there are those who think we will need to adjust downward any MARLIN SOM increase for 
SALEM (since MARLIN will not represent all stores in the test area). 

If we do need an adjustment factor, it needs to be a well thought out adjustment factor and this is why I 
need your help. Specifically, I need your best estimate of: 

• How many total stores are in test area and how many of these do we call on for SALEM. 

• How many stores in test area carry at least 1 of the 4 new box styles. 

• How many stores in test area have had SALEM on display (temporary or permanent) at any time 
since 11/97 and how many have had the brand on display continuously since 11/97 or 12/97. 

• How many stores have bought any of the BIGIF offers since 11/97 and how many have bought 
them each time we offered the BIGIF (Nov, Jan, March). 

• How many stores have bought the new box styles with 30^ off tear tape or via any buy down you 
may have offered them on the new box styles? 

Also, attached is Marlin data through 2/98 for the 80 stores in the Test Area that have been part of the 
Marlin Panel since 5/97. Among”other things it shows: 

• That S/U-EM promotion coverage (temporary or permanent) grew to a 50-60% CIV level in 1/98 
and 2/98 including a BlGlF coverage level of 15-20%. 

• That SALEM display coverage grew to a 50-55% CIV level in 1/98 and 2/98. 

• SALEM Promoted volume accounted for about 20% of SALEM store inventory during 1/98 and 
2/98. 

Please call me or Ron with any questions. 

Jack Beilis 

Attachment 

cc: Ron Grout 

Connor Kennedy 




Source; https://www.industrydocuments.ucsf.edu/docs/khvyOOOO 
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